The recent boom of social media has given marketers new opportunities to advertise to a targeted demographic --specifically, tech-savvy young adults and students. This study examines the perceptions of and attitudes toward advertisements on one of the most popular social networking sites today, Facebook © . Results of an exploratory study show that while most college students are active Facebook© users, they are unlikely to click on Facebook© advertising or engage in purchase behaviors.
billion dollars by 2014. As previous research shows, SNS's spreaded usage is generating billions of dollars in advertising and ad revenue. However, little is known about what attitudes college students have towards these ads (Gangadharbatla, 2008) .
Attitude toward advertising has been a studied topic of many marketing reasearchers for a long time (Dutta-Bergman, 2006; Homer, 2006; Homer and Yoon 1992; Kelly, Kerr, and Drennan, 2010; Mehta, 2000; Shavitt, Lowrey, and Haener, 1998; Speck and Elliot, 1997) .However, since SNS's creation in 2004, little research is found on how advertising in SNS is perceived by its users. According to Kelly, Kerr, and Drennan (2010) , a consumer may perceive information offered as credible if he/she trusts the media where the content is coming from. Furthermore, a consumer is likely to pay less attention to the advertising content if he/she does not trust the media (Johnson and Kayne, 1998) .
Internet ads' relevancy has also been an important element to researchers because of its close accuracy in delivering ads to its targeted users (Zeng, 2009). As Li and Bukovac's(1999) research shows, relevant ads capture more attention, thus influencing Internet advertising efficacy. Furthemore, Gangadharbatla (2008, p.6) argues that, "advertising on SNS generally is highly targeted and relevant. Because the information comes from a friend they perceive they can trust, users are more likely to pay attention to messages that come through the news feed".
Purpose of the Research
The recent boom of social media has given marketers new opportunities to advertise to a targeted demographic, young adults and students. Billions of dollars have been invested in advertising specifically to this demographic; however, there has been little research on the resulting influence social media advertising has had on young adults. For advertising attempts to be most efficient, more in depth research is needed. To gain more insight about consumers' attitudes and ad relevancy in SNS, this study's purpose was to explore college students' attitudes towards advertising on social networking sites such as Facebook©, as well as to explore Facebook©'s perceived ad relevancy and effectiveness among its users.
Research Questions
There is enormous opportunity to reach college students through social media. On almost every SNS, there are many advertisements vying to catch the consumer's attention, but how effective are they? Do students even notice certain ads, and if so, is it in a positive or negative way? Our research questions were:
1. How do students feel about advertising on social media networks such as Facebook©?
2. How much do they notice the ads? 3. Do they read any of them or do they ignore them? Most respondents (52%) did not think advertisements on Facebook were more interesting than those on other websites (Fig. 7) .
Most respondents believed ads were irrelevant (Fig. 8) , not very informative (Fig. 9) and ineffective ( Fig. 10) . Female respondents were slightly more positive on each perceptual measure than were males.
Respondents were somewhat more positive about advertisements for events (Figure 11 ), other websites (Figure 12) , and promotional pages for products and services ( Figure 13 ).
Respondents were asked how likely they were to click on Facebook © advertisements, games, events, jobsites, or dating sites. Results are shown in Table 1 . Our results show little positive behavioral response to most advertising on Facebook © .
Respondents were least likely to click on dating site ads (72% very unlikely) and more likely to click on ads for events (14.2%), movies or television programs (12.7%) or games (10.8%). In spite of the fact that respondents were active users of Facebook© for social networking purposes, they were most negative about dating site advertisements. Collectively, the results show a negative consumer behavioral response (i.e. click-through rate) for all types of advertising on
When asked about their likeliness to make a purchase as a result of Facebook advertisements, respondents were not likely to make a purchase (Figure 14) . Less than 10% of the respondents said they were very likely or likely to make a purchase as a result of a Facebook© advertisement; over 69% said they were unlikely or very unlikely to engage in purchase behavior.
When asked to rate their overall feelings toward Facebook© advertisements, most respondents reported indifferent or negative attitudes (Figure15).
When asked how likely one is to click Facebook© advertisements in general, both male and females said they were very unlikely to click on ads ( Figure. 16 ).
Scope and Limitations
The results best reflect opinions and self-reported behaviors of Facebook © users who attend USM. Findings reflect the opinions of female users more than males. Results might differ with a probability sample.
Conclusion
Based on our findings, overall feelings towards Facebook© advertisements were either negative or indifferent. Respondents were more likely to click on advertisements for events, 
